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Design for me is a form of Story-telling the ability to nurture a product and give
it character to serve a purpose; Thinking
involved in understanding the consumer,
their environment so as to experiment,
innovate and communicate a product the
consumer has an emotional identification
with & the way it is developed.
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Abstract
This thesis is an attempt at drawing parallels between human character
traits and footwear design as an evocative means to communicate
character. The idea here is to translate qualitative elements of personality
traits and communicate expressions through the embodiment of meaning
within form in the context of footwear design. I am making an attempt
at equating the meaning in form and footwear gestures that serve an
emotional or functional purpose in footwear to break down the sculpture
into a combination of different attributes so as to create a character
taxonomy. This character taxonomy serves the purpose of assisting me
in the creation of the generative system by defining its parameters in
numerical values in Grasshopper. The Generative System - Totem uses
these values to create sculptural surfaces that are derived from consumer
character inputs and are thus, personal to every individual. Through this
book, I am taking you through my journey of investigation to better tell
personal human stories through footwear - a product that is an extension
of one’s personality and footwear design as a form of expression.
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Chapter I
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Introduction

Nike Air Jordan 1 (OG Chicago 1985) : 2020. Air Jordan 1 (OG Chicago 1985). [image] Available at: <https://
stockx.com/jordan-1-og-chicago-1985>.

Sneakers and sneaker design to me is a form of art. One can perceive sneakers as
paintings, sculptures - a form of expression of one’s self. That’s probably why, just
like the rest of the world, I am so fascinated by footwear as a product and I hope to
make a positive contribution to the sneaker culture through my work now and that
that is yet to come. As an Industrial Designer and having worked as the same for a
while, I have constantly been curious about how I might be able to design products
that have an emotional connect with the people I am catering to. For the longest
time, through the exposure I have gained, I have been obsessed with the idea of
design for longevity. Longevity as a result of the elongated shelf life - the ability to
function at its optimum level for a long period of time; a testament to the durability
of the product. Or through its constant relevance, standing the test of time for the
many years of its existence. I look at some sneakers like the Air Max 1 or the Air
Jordan 1 - products that have really stood the test of time in its over 30 years of
existence. These are sneakers that were designed in the 80’s and are desirable to the
whole world even today transcending cultures, generations, shifts in trend, social
and political shifts.
I wonder what it is about these shoes that makes them so iconic? Is it a result of
the environment it lived in? Is it a result of the technological advancements made
through their Air Bag Technology? Or is it Nike’s sheer marketing genius? There
might be a lot of factors that have to contribute to the success of these sneakers,
but through this project I am invested in the idea of establishing an emotional
connect between consumers and their streetwear products. I love sneakers and am
extremely passionate about them. I grew up watching NBA games with my father
and I remembered hanging around him every morning watching him meticulously
slip into his formal attire, polish his office Florsheim shoes to perfection every
morning and get ready to go to work. In retrospect I think I idolised him and to my

Nike Air Max 1 (OG 1987): 2020. Air Max 1 (OG 1987). [image] Available at: <https://www.goat.com/
sneakers/air-max-1-1987-2377>.
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understanding he considered Michael Jordan to be the epitome of what it meant to
be an athlete. This is where my fascination with Footwear and Footwear design first
sparked. Keeping in mind the idea of sport that I associate to Michael Jordan and
formal elegance I associate with my father, I came across a shoe that I absolutely fell
in love with. The shoes I refer to are the Air Jordan 11’s. I believe the visual identity
of the shoe subconsciously allowed me to draw parallels between sneakers and my
father’s office shoes. It’s black patent leather wrap was just mesmerizing and I don’t
think I have ever seen anything like this. The contrast of the functional details of the
sneaker (which took me back to watching Jordan on TV) against the wrap around
black patent leather (taking me back to the memory of my father’s shoes) is what
drew me most to the shoe. The black wrap stood out for me as an element that
till date I emotionally resonate with and made me develop a strong affinity with.
I later realised that it was the first time one saw the elegance of a dress shoe in an
athletic shoe. You could probably wear this shoe along with a Tuxedo and it would
compliment the tuxedo as beautifully as a bespoke dress shoe. What I want to
be able to do with this project is evoke similar feelings and associations
between people and their streetwear products. The goal with this project
to be able to find the nuances to be able to do so.

Nike Air Jordan XI: 2020. Nike Air Jordan XI. [image] Available at:
<https://www.nike.com/launch/t/air-jordan-11-concord-white-black>.
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Streetwear
The lifestyle / streetwear industry forms part of a larger social and cultural
phenomenon known as the “fashion / lifestyle system.” This systems-focused
approach embraces not only the art, craft, and the business of fashion, but also a
deeper understanding of sociocultural dynamics and chains of supply, production,
and consumption as integral to the initial conceptualization of goods, both in
terms of design and commerce. The designer remains a key player, but so do the
consumers who expect an increasing level of agency in the design process and
greater industry accountability in how products are ethically produced. Fashion is
a space where I am dealing with consumers that are conflicting in their approach there’s individuality vs. in-group identity, fashion icon emulation vs. rebellion against
conformity, exclusivity vs. accessibility, “fast fashion” immediacy vs. customization
vs. sustainability, etc. With the growing expectation to meet seemingly oppositional
demands, it is no wonder why fashion is among the most wasteful industries today.
Increasingly, more innovative and targeted strategies are needed to reconcile these
demands.
We have always ever wanted to see ourselves in our belongings.With Industrialisation,
we have gained the ability to replicate leading to mass standardization - each one
ending up with the same or a similar product. Over the course of history there have
been many Art & Design movements that go against the grain and break monotony
to find uniqueness and meaning in objects. Within the Lifestyle industry, Streetwear
has been one such culture! It has been a means to exhibit one’s personality and
character - a true form of expression.
I believe Streetwear is an art form that embodies core values of expressionism. It has
always presented itself from a subjective perspective, challenging the norm to create
an emotional effect that evoke moods or ideas. Whether it is through the Travis Scott
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Air Jordan 1s, Virgil Abloh’s Off-White, Kanye West’s Yeezys, Yohji Yamamoto and
Adidas collaboration - Y3 or even going back to the 80’s with Nike’s Air Max and
Air Jordan series. These products have been great forms of story telling, but I think
I am invested in the idea of telling more personal stories. I began questioning the
idea of how we might be able to give consumers an opportunity to embody
their personality in the products they own? Can we think of a strategy that
escapes fashion trends and fast fashion by capturing emotion through a
nuanced approach?
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Lower Hanging Fruit
I began my investigation by visiting various sneaker and streetwear outlets to get
a sense of what their offering might be so as to appeal to the consumers. Some of
the lower hanging fruits were H&M, Macy’s, Banana Republic, Brooks Brothers,
Michael Kors, J Crew, Zara and North Face in the Providence Place Mall. I
observed that most of these brands rely on seasonal collections, trend mapping and
forecasting, promotional offers and strong marketing campaigns in order to make a
sale. On interacting with some of the retail managers, I also realised these brands end
up churning out really quick supply chain and distribution cycles so as to capture
trends and optimize on “what’s hot” currently in fashion to be profitable. While
people bought 60% more garments in 2014 than in 2000, they only kept the clothes
for half as long. In the same time frame the number of seasonal collections have
increased from 2 to 5 collections a year and some brands like H&M & Zara release
12 to 24 collections a year. That is as good as having a new collection to choose from
every other week.
This is a phenomenon called Fast Fashion. Fast fashion is the term used to describe
clothing designs that move quickly from the catwalk to stores to meet new trends.
The collections are often based on designs presented at Fashion Week events. Fast
fashion allows mainstream consumers to purchase trendy clothing at an affordable
price. I am sure you must have heard about how the fast fashion industry is the
worlds second most polluting industry. The sheer amount of consumption has
gone up exponentially in the last few years. This got me thinking about why we as
consumers are detached from our lifestyle products? Is it due to the fact that we know
something new would be available in the next couple of months? I am convinced
that the nature of fast fashion is such, that by capturing current trends, these might
work for a short period of time, but, in the long scheme of things products remain
relevant only if they strike an emotional cord with its audiences. According to me
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fast fashion is a subset of streetwear and while fast fashion is extremely popular in
today’s day and age, it was interesting for me to understand that design needs to dive
deeper into the psyche of the consumer so as to be more meaningful.
I directed my investigations towards understanding what the different factors
consumers take into account while investing in streetwear and lifestyle products.
This led me to develop research cards that consumers sorted in order of their
priorities and also had the option of adding newer cards too. I used these research
cards as a way of engaging in conversations with people in the mall and to be able
to document their responses. I came to realise that while fast fashion is quick fix
and satisfies consumer needs for a shorter period of time, streetwear is something
that can be highly personal to one’s self and their choice of aesthetic is also an
expression of their personality and the degrees of expression may vary.
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Product Detail Priorities considered while purchasing Streetwear Products
Enthusiasts prioritized Aspiration and Statement higher than most, while material, price and
function of the product shared second place. The idea of making a statement through the
products people buy is a reflection of one’s personality, the perception people might
have of one’s personality and a level of aspiration of the individual. This perception is relative to
what one knows about themselves or what others think they know of them. The true nature of
my thesis lies here.

Potential Brand/ Retail priorities considered while purchasing Streetwear Products.
Learning - With the strong prevalence of online shopping, consumers have a wide variety of
options to choose from. Enthusiasts prioritized product exclusivity - the idea of customisation,
limited edition goods and one offs over everything else. Most were intrigued by the idea of
engaging in unique buying experiences but, speed of delivery and product availability were
a common concern for all.
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New York City
We shop in stores to experience the touch and feel of fabrics and materials, and
position ourselves in an environment where we have a huge catalogue of products
to browse through to finally pick items that we really like and feel good about.
Especially in the case of enthusiasts - one who is passionate and cherishes their
streetwear products, this happens with a lot more intensity. We are constantly in the
search of products that do something to us - something more than just satisfying
our functional needs. We try items - shoes, t-shirts, shirts, dresses, etc. and try to
imagine ourselves sporting these products in various contexts and environments.
As a sneaker fanatic and someone who did not grow up with the opportunity to
visit these aspirational, dream selling stores, I went to New York City - the home of
streetwear and the most iconic fashion hub of the world. My purpose of going there
was to experience various in store experiences, interact with consumers and get an
understanding of what people there were looking for.
Through my experience in NYC, reading about streetwear, sneaker culture and
having invested in sneaker stories for many years, it is my opinion that consumers are
looking for products that set them apart from others. This could be achieved through
products that are designed bespokely for an individual - a one off that doesn’t exist
anywhere else in the world. This could also be achieved through “Special Editions”
or Limited Releases - creating scarcity. The successful creation of scarcity is what
I believe allowed a brand like Supreme to become such a major player in the
Streetwear world. Once you own a Supreme product, you are now one of the few
people in the world to possess this item. You would still be part of the Supreme
family, which fulfils one’s sense of being part of a community, but you still stand
out within this community. Around this juncture I began asking questions around

what it meant to be unique? How might I be able to design for
authenticity?
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Flight Club

Supreme
It was a rough day with the snow storm in NYC! I first got a sense of the “streetwear
hype” when I saw how crowded the stores were in spite of the weather. Flight Club
was packed! There was no place to walk in Keith and there was a huge line outside
Supreme. I also visited Extra Butter, Option A and Blue and Cream which weren’t
too busy. I grabbed the opportunity by striking conversations with people at random,
asking them what they were looking for. A lot of people opened up and really spoke
to me when they discovered that I am a footwear designer. I spoke to people about
their likes, dislikes, what elements they look for while spending their hard earned
money on their streetwear products. I was then able to categorize these consumers
into three distinct profiles - First Timers, Followers and Enthusiasts.

Kith

Extra Butter
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Reflecting upon the interviews conducted in NYC, what stood out to me the most
was when I engaged with a few enthusiasts and they told me it was their dream to
have a pair of Nike’s made for them. Their own signature shoe. One that encapsulates
their personality and draws from their sense of style. This is the epitome of sneaker
culture isn’t it! This is exactly what athletes aspire to achieve throughout their careers,
Within the context of sneaker culture, if an artist or a celebrity gets their own line
of shoes made - they have made it! While there is a strong sense of brand associated
with this, what if there is a way to personalize your streetwear products
mimicking the idea of having your own signature shoe? Food for thought!
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First Timer
The First Timer is a ‘value for money consumer’
who cares most about price, functionality and
materials of the product. Their aspiration is
owning their first pair and taking their first
step into the world of streetwear and the hype
around it.

“I want something that no one has... I
would love to fly to Nike’s design center
and spend a day to create a completely
unique shoe. A shoe that is me - from the
design to the materials. I want people to
look at them and wonder ‘damn those are
dope!’ ‘What are those!’ The new Yeezys
has that quality but it’s irrelevant once
everyone has them!”

Follower
The Follower has already bought into the
streetwear culture and is now driven by hype.
Their aspiration refers to buying limited edition
or special editions and further building their
collection. Functionality and price aren’t major
concerns.

Enthusiast
The Enthusiast aspires to own one-offs and is
constantly in search of the rarest of products.
Their aspiration revolves around finding an
emotional identification with their products and
are beyond the hype within Streetwear Culture.
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Chapter II
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Second Skin
I had a pair of jeans that I absolutely loved and wore almost everywhere, for almost
every occasion - my go to pair. While working in the shop one day I managed to cut
myself and rip the jeans around my knee. At this juncture of my thesis, this was a
lovely coincidence. I seized this opportunity by ripping apart the seams of the jeans
and de-constructed the panels. I used the panel sizes as constraints to design and
draft a pattern to put together a shoe. Inspired by Helen Kirkum’s work and the idea
of embodying personality in the products we own, I undertook this experiment. If
we think of the clothes we wear as our “second skin” - something that is an extension
of us, then couldn’t this be an opportunity to create new products that are made
of materials that are lived in and we have a history with? This experiment revolves
around the idea of transference of one’s personality into the products we cherish. I
envisioned this to be an experience for the consumer where they bring in a product
they own for the designer to revive the materials of the product and give it new life.
Whilst pursuing this project, I began thinking about the form of the shoe, the
character lines of the shoe. Through the process of sketching and ideating versions of
the upper on paper and on the last I questioned the element of form. What I sketched
was instinctively an outcome of the constraints of the pattern piece sizes and a
reflection of my aesthetic preferences. I believe this might not be the relevant design
solution to the rest of the world I would be designing for. I reflected upon projects
from my product design experiences where I looked at certain features we designed
as tangible product attributes - the form making the function of the product more
prominent. This to me was the result of the aesthetic design direction of the product
and what eventually gave the product a certain character. The character definition
and gestures on the shoe were obviously based on my instincts, my freedom of
choices and was extremely personal to me.
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1: My Levis 511 Denim to work with.

3: Sketch translation onto Last.

2: Sketching and drawing design on Last.

4: Iterative paper prototype.
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5: Reworking pattern pieces to ensure they fit on to the denim panels. Right panel for the right shoe and left panel for the left shoe.

7: First Pullover.

6: Putting the first upper together.

8: Left and Right shoes ready to last.
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9: Tooling Design on Rhino.

The panelled upper is something I equate with different elements of my
personality and the minimal sole contrasting the busyness and complex
construction on the upper. The thread pattern came from my love for
basketball and skate with call-outs to some former Jordans and the tractionheavy nature of the sole and the flex-groves a result of my obsession with
performance and sport.

11: 3D Printed iterations for tooling.
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Ideation
The previous experiment brought me to think of the idea of being able to give
consumers a sense of the power to create their own products, where through their
inputs they might be able to drive direction of what their products need to reflect.
What if there was a way to or a platform for consumers to input data so as to be able
to end up with a shoe that is built for them? A signature shoe for every consumer.
If the data that drives the aesthetic design direction of the shoe comes from you,
then wouldn’t the shoe be unique to you? A shoe that is an extension of one’s self!
Customization platforms would be one approach of doing this, but how might we be
able to push the boundaries of personalisation? It is curious because it almost feels
like a call back to the tailoring experience in Saville Row.
Excited about the idea of emulating character through an object, I began my ideation.
I started my ideation plotting and iterating a variety of customisation/ personalisation
systems. Some thoughts began with the essence of the Second Skin project - finding
a way to create a model that would allow for customisation of one’s streetwear
products that they already own. There were ideas around customised patchwork almost like tattoos for shoes as a means of expression. Some revolved around the
implementation of a modular framework that in the larger scheme of things would
contribute to the streetwear community through trading, sharing and creation of a
platform that allows for the same.
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Mix N Match
I began exploring the idea of modularity through another experiment where I created
a couple of tooling options; each that served a particular function; a range of upper
pattern pieces that could be mixed and matched; and some templates that acted as
a blank footwear canvas to place the tooling and upper options onto. I circulated an
IIllustrator file around and interacted with the volunteers with the hope of gaining
some insight into what their decision making factors were while creating their Mix
N Match Designs. The most common feedback I received was that they had to
make do with what was available to them. They didn’t necessarily like all the options
provided to them - but that wasn’t the point of this exercise. This experiment created
some very interesting variations - some that were surprisingly unexpected. I came
to a point of realisation that designing a system that would cater to a larger range
of people demanded something that was more flexible and definitely had more
options! This demanded the creation of a generative system that functioned as a set
of unique inputs to then generate a broader range of outputs. There were still a lot of
questions I didn’t have answers to - What were the parameters to be defined in
order to generate unique design solutions for consumers?
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Final Sketch
Amongst all of these interesting ideas, the one that stood out to me the most was
this idea of an in-store retail experience that incorporated an interface, with the help
of consumer preferences and lifestyle inputs, informed the design of their signature
shoe.The environment envisioned for this idea was almost like a museum of materials
and samples on display for the consumer to evaluate whilst making decisions that
inform their design. This was interesting to me as it seemed pretty progressive within
a retail environment - slowing things down in a fast paced environment, allowing
for solutions that are better curated as compared to purchase off the shelf. It also
felt like a retail manifestation of the process an athlete might go through while a
brand develops their signature shoe. The interface was intended to document details
like terrain - which informed the functionality of the shoe and style and aesthetic
preferences of the consumer.

What excited me most about this concept was that the system
knew what the physical interpretation of characteristics like
Minimal, Fluid and Layered, etc. were!
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Chapter III
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The Idea
We subconsciously perceive meaning in objects through their physical design
language - form materials, colour, finish, etc. The idea here is to translate
qualitative elements of personality traits and communicate expressions through the
embodiment of meaning within form. Think of it as a generative system that creates
footwear sculptures by drawing parallels between human personality and footwear
features as an evocative means to communicate character. I am making an attempt
at equating the meaning in form and footwear design that serves an emotional or
functional purpose in the context of footwear to break down the sculpture into a
combination of different attributes that create a character taxonomy. This character
taxonomy serves the purpose of driving form and assisting me in the creation of the
generative system by defining its parameters. The Grasshopper platform serves as
the foundation to the generative system that translates these inputs provided into
surfaces and curves that come together to form the sculpture.
This generative system - Totem would create footwear sculptures that are derived
from consumer character inputs and are thus, personal to every individual. I am
intentionally taking a stance to keep this idea conceptual as my primary investigation
through the course of this thesis has been to under establish our emotional connect
with our streetwear products. I visualise this to be used as an agency to promote
creative conversation between the consumer and the designer during the process of
bespoke design and personalisation of their products. Eventually, I hope this evolves
into something that helps design products that tell personal consumer stories.
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Form
Form is probably that element of design that adds meaning to the design of a
product. If a product is a coming together of materials then form is that element that
sculpts these materials to add value or meaning to it. Within the context of product
design or industrial design, form can be depicted physically as that, that allows the
product to serve a function it was intended for. In the case of designing a handle,
the proportion and shape is what allows for gripping the product. I don’t believe
form only has a physical manifestation within product design but also taps into
adding a sense of character for an emotional association. It fulfils that psychological
requirement that helps consumers better relate to a product and provokes us to feel
a certain way about it. It defines the emotional intensity of the product and plays a
major role in how products are perceived. For example, in spite of having different
brands of laptops available, Apple’s MacBook is designed to look simple and goes
against the grain of complex hardware being housed in a complex looking unit - so
much so that it houses similar hardware complexities in a product that is minimal
and sits on your desk beautifully without being jarring or loud. It was the first of its
kind to look and feel the way it did, which is probably what made it so successful.
This being said, you still have various consumers who believe in the bulky, heavy
aggressive looking Alienwares, Republic of Gamers and Asus’s of the world, and
that is to do with the fact that these are consumers who just do not buy into Apple’s
vision. One ends up investing in products that satisfy their needs, physically and
emotionally.

products that are presented by brands are a product of the vision and direction of
a group of people who think they have a sense of the consumer they are pandering
to. We, as consumers, end up getting defined by fads, trends and brand stereotypes
which probably resonate with us to a certain extent but don’t necessarily define
us. Even in the case of the biggest fashion brands like Off-White, Acronym and
Yeezys, while these brands are pushing boundaries of aesthetic design direction
and innovation, their products are still a result of what one thinks the consumer is
looking for. It is a lot more expressive than many other brands, but not necessarily
an exact expression of each and every individual. I sense opportunity here and this
then makes me wonder as to why we must conform to investing our money and
emotions in products that are driven by archetypes? Why must brands dictate our
preferences? As people we are influenced by things around us, so wouldn’t it be
great to own products that represent who we really are!

Now, think about the products we own. If you are to subscribe to the notion of “You
are what you wear” or “You judge a man by his shoes” - the idea that our attire
speaks about who we are and gives people one interacts with a sense of where you
come from, your background, etc. Then, shouldn’t our streetwear products reflect
our personalities and showcase who we are and what we are about? Streetwear
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Customisation Platform
One might argue that brands allow us the opportunity to customise the products
we set out to buy, but the extent to which we are successfully able to make our
products our own is so limited. It is the difference between picking up a suit in a
store where we might be able to choose the colour and material as compared to a
tailored experience offered in a bespoke suit making store in Saville Row. As far as
the big players are concerned Nike offers their consumers the Nike ID platform
on select shoes for them to be able to pick colour, material and finish options along
with the space for a few signature character spaces. The sourcing journal claims
they have tested out a new customisation platform behind closed doors on their
Nike Presto X but haven’t announced anything yet. Under Armour have set up
a platform to print images on their flagship shoes. Upstep uses 3D scanners to
scan the foot and create 3D printed insoles for their consumers. Brooks has been
personalising midsoles with their FitStation platform for their running consumers.
These are interesting thoughts in terms of a way to mold the shoe based on the users
foot scans as compared to using a shoe that is mass manufactured. Asics partnered
with a Taiwanese company to develop a microwave technique to speed up the time
it takes to make a pair of athletic soles.
While these ideas are interesting and have great commercial value, there isn’t a
system out there that really personalise the aesthetics of a shoe to cater to individual
consumers. While there are some innovative techniques that have been developed by
these already established companies, I believe they are barely scratching the surface
in the realm of personalisation. Brands talk footwear as a means to tell stories,
but I would argue that these stories are their stories and not necessarily
consumer stories. I am on the path of being able to tell consumer stories.

Screenshot from Nike ID Builder: 2020. [image] Available at: <https://www.nike.com/u/custom-nike-air-max-2090-by-you10000877/2769640977#Builder>.
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Grasshopper
From here on I began creating Mood-boards of character attributes that are
prominent in products and analysed the lines and surfaces - the form factor that
contributes to these attributes. This helped me define my value parameters on
Grasshopper - how much does a character line translate along the X,Y and Z axis in
a 3D space and how each attribute affects the other. By the end of the exploration,
I managed to arrive at a position where each personality trait was attributed to a
specific area of the shoe. The tooling became an interesting area of exploration due
to everything one could possibly do with it to create sculptural options that embody
the positives and negatives of human personality.
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Strong

Pronounced

Bright

Obvious

Eyecatching

Adequate

Small
Slim
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Prominent

Simplicity

Distinct
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Least

Flamboyant

Peppy

Spunky

Zestful

Spirited

Understated

Low-key

Delicate

Subdued

Soft
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Stable
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Steadfast

Competent

Faithful

Reliable
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Trustworthy
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Driven
Energetic

Go-ahead

Forward

Nonchalant

Motion

Relaxed
Leisurely
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Easy

Unflustered
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Future Implementation
As I reflect on my thesis, I believe I am proud to have embarked upon this journey
of discovering generative design. I believe this process has allowed me to lay the
groundwork and really set the foundation of what I want to be able to do as an
industrial designer or footwear designer going forward in my career. Amidst the
Covid-19 pandemic, I spent my time self teaching myself Grasshopper and have
been able to learn this software to the best of my abilities so as to execute my thesis.
During this journey of discovering Grasshopper and discovering the potential of
generative design, I have been exposed to a whole new world of computational design
that is constantly evolving and there is so much more to be learnt! The paucity of
time being a huge constraint, there is still so much left to explore.
I believe the system that I have invested my time in has now opened doors for me to
think about its future implications - material exploration being one of them. I believe
I can further refine this concept to help curate materials that might go hand in hand
with the nature of this project - the idea of drawing parallels between materials and
human character to further enhance the experience of personalisation. If I were to
use the Second Skin project as a starting point, with the dimension inputs of the
denim panels, I could further optimize this system to generate footwear pattern
pieces, the aesthetics of which are an embodiment of the consumers character
and also minimize the wastage of material - making this a more personalized and
sustainable platform. What’s also interesting to me is the idea of tackling feasibility
issues through tweaking this system itself. In the near future, I am on the path to delve
deeper into the workings of this system to embody and emulate more complexities,
just like the complex and intertwined nature of human personality.
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Transforming Retail
My long term goal being design for longevity through enhancing the emotional
connect people have with their streetwear products, a future manifestation of this
project could also be a transformation of retail experiences. We scout for products
that we resonate with, do our searches online, get inspired by influencers on social
media, browse through catalogues and retail outlets till we can choose the best of the
lot. What if we could do things differently?
Imagine this! You walk into a store only to encounter an interface that asks you
questions about yourself, almost like a friend - one who understands you, understands
your aesthetic sensibilities through a more nuanced and detailed system. What if this
interface could then analyse the data you provided to present to you a bunch of
options of footwear, clothing and accessories that are unique to your inputs? You
now have a platform that truly gives the consumer the power to create their own
products. One would still have the option to buy into the Streetwear Hype but now
also has the opportunity to become an influencer through the products they curate
for themselves.
One might argue that feasibility is still in question here. Sure it is! A huge part of
driving towards this utopia I propose is figuring out the technical details that revolve
around feasibility. This too, I believe could be solved through tweaking this system
to generate efficient design solutions. A few years ago, 3D printing was almost an
unbelievable and impossible concept till Chuck Hull made it a reality and many
others took it forward. I visualise a time where we are able to solve the challenges
feasibility brings to the table through such a generative system.
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Goals

General
Age: 27
Occupation: Product Designer
Status: Single
Education: B.Arch + MFA
Location: Providence, U.S.A

Driven primarily by cultural
awareness over monetary goals.
Wants to be emotionally and
financial self sufficient to sustain
appetite for travel and good design

Bio
Product designer about to break
into the job market after his MFA
degree in Graphic Design. Enjoys
reading, social gatherings but
values personal space equally. Not
particularly monetarily driven
except to sustain personal
tastes.

- Travel
- Independence
- Professional Competence
- Cultural Knowledge
- Good Design
- Charity

Personality
- Social but values personal space
- Risk Averse
- Non Conformist
- Contrarian
- Independent

Mukul Chakravarthi
Technology

Frustrations
- Bureucracy of all kinds
- Being anchored to one place
- Loud environments: Visual and
Sonic
- Lack of personal space

Motivations

Endorsements
- New York Times
- Times Litrerary Supplement
- Apple
- A.P.C. Paris
- Verso Books

84

- Likes to perform most talks such
as banking, maintenance etc on
smartphone
- Belongs to the “extremely
online” group of people who
are early to be aware of political,
cultural and tech developments
- Screen-time of 5+ hours on
phone a day

Creative Conversation
As I reflect on this project, I also do realise, not everyone is a designer. In the process
of personalized design and bespoke design, there might be a lot of thoughts and ideas
that can be miscommunicated by the consumer or misunderstood by the designer.
These sculptures could serve as a tool to enhance creative conversation between the
consumer and the designer in the process of creation. The sculpture would act as a
visual aid for the designer to communicate how they might transform it into a final
consumer product and maybe allow the consumer to communicate to the designer
what they like or dislike about the direction.
There are a lot of interesting thoughts around the idea of creative conversation. Do
consumers get to see the results as they input their personalities so as to get a sense
of the other end of the spectrum? I visualise this as an extremely interesting tool to
not only generate multiple solutions that individually cater to audiences, but also as a
tool to be more specific and relevant to an individual. Maybe this would be a tool for
designers to generate multiple solutions in short amounts of time, allowing them to
then take a step back and perfectly curate the right design solution for the problem
they are trying to solve.
I reached out to Mr. Mukul Chakravarthi to create a sculpture for him and understand
his thoughts on the system. Through my interactions with him, he was thrilled to
have a sculpture that was designed for him and was curious to see how this might
have a physical manifestation. I believe this is valuable for me as I continue to work
on this system and see it through to the end product.
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Brand Identity
During the process of teaching myself Grasshopper, I found myself many a time
assigning a set of functions to objects that just did not work. There were times that I
ran into some happy accidents. I didn’t know what I was doing most of the time and
ended up creating some shapes out of the blue from the personality parameters were
in-putted. The excitement didn’t last long when I went on to realise that this was a
very basic definition that with a click of a button would change an open curve to a
closed shape based on the order of the sequence of the list of points.
This was a great “Eureka” moment for me as I began hypothesizing the idea that
just like humans have a character or personality, brands have an identity. Identity too
can be expressed through form and the character lines of an object. Take Nike for
example. Nike is a brand that people identify as sporty, athletic, energetic, youthful
and aggressive. These are characters that can be expressed through form. With a
few tweaks in this Grasshopper framework and further analysis of form and the
parameters for change in form in the context of this system, I could potentially
help generate outputs that fit within Nike brand guidelines. Not only could this be a
way to embody brand identity in products but also enhance a brands customisation
platform. I see the conversation shifting from customisation to personalisation to
end with a product that embodies the brand DNA along with consumer personality.
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Transcending Streetwear
While I know generative systems are being worked on to make products more
efficient, solve complicated engineering problems by simply defining the design
problem and then being able to generate thousands of outputs that could then be
tested, I still do want to emphasize on the idea that a system such as this could
transcend streetwear. You might have heard of Grasshopper being used to create
architectural panels and futuristic structures. The next step post refining this system
for the streetwear industry would be interior design.
Being an international student, I miss home and am constantly seeking comforts of
my home back in Mumbai - the home I was raised in! When I am finally capable of
buying my own house, or even better, building my own house, how beautiful would
it be for a system to curate interior design elements for me that bring to my new
house the essence of the house I grew up in! I can’t wait for the future that lies ahead
in terms of taking these thoughts and ideas forward and finally beginning my career
as an Industrial Designer, Footwear designer, a creator and an artist ready to paint
on a new canvas!
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